Abstract
This paper 1 explores the relationship between an external socio-disruptive factor and consumer product and brand decision-making behavior. The social disruption was physical relocation, which resulted in a radical change in the toilet system, which had implications for toilet cleaning product and brands used. By using a sample calculator, a probability sample of 384 households from Cosmo City, South Africa were surveyed using a structured questionnaire. The data from 332 respondents (86% response rate) were analyzed using various inferential statistical analysis techniques to test three hypotheses. Multiple regression path coefficients demonstrated positive and significant changes ( ) 1 .709, .0005 p β = < in the desired brand benefits following the social disruption, and that there were no significant differences ( ) .601, .027 p β = −= between households that switched brands and those that did not. The findings underscore the importance of recognizing that consumers re-evaluate their brand choices, leading to significant brand switching in cases where the social change has a radical effect on brand usage. The results also indicate that 'out-of-market' changes such as a radical social change have the same impact on consumer brand behavior and brand choice, as "in-market" disruptions such as the introduction of an innovative brand. The findings have strategy implications for marketers of toilet cleaning products in particular and consumer goods in general.
INTRODUCTION
The choice behavior that is observed in a consumer is essentially one that is geared to solve a current consumer problem or need. The solution to the consumer problem/need is profiled as "a structured process that involves various cognitive steps emanating from need awareness to need fulfillment, through to the actual purchase and consumption of the product or service" (Schiffman & Kanuk, 2007) . Consumers are continually engaged in a process of product choice (Solomon, Russell-Bennett, & Previtte, 2012), and are deemed rational beings (Mankiw, 2006) who have to make a rational decision. Consumers are portrayed as choosing different product brands which satisfy needs that may be both functional and/or social (Kapeller, Schutz, & Steinerberger, 2012) .
The different perspectives on how consumers make brand choices pose a challenge in the field of consumer behavior, and this paper recognizes and acknowledges various research that has been conducted with the aim of providing a holistic perspective of consumer choice. The classical marketing approach to consumer choice evolved from the fields of mathematics and economics. In classical marketing, Armstrong and Kotler (2007) concede that consumers are deemed to be rational beings that act rationally to maximize utility as in the behavior of an economic man. Peter and Olson (2010) note that "the choice or decision making process is essentially a series of calculative and progressive problem solving steps to satisfy a consumer need". These choices according to Schiffman and Wisenblit (2015) "are always made within a confined set of products called the evoked set which a consumer has created through some rational criteria to best satisfy the immediate need".
The disciplines of sociology and psychology have also contributed to the modeling of consumer choice behavior. By taking cognizance of these contributions, the literature review of this study stretches from branding (Aaker, 2014) , brand loyalty and brand switching, brand choice in the context of classical marketing (Kotler & Keller, 2009 ), social identity theory (Klipfel, Barclay, & Bockorny, 2014) , identity theory and customer-brand identification (Ahearn, Bhattacharya, & Gruen, 2005) . More specifically, this study (on which this paper is written) is built on the consumer brand identification (CBI) framework by Lam, Ahearne, Hu and Schillewaert (2010) by assessing the relational effects between an external sociodisruptive factor and consumer choice. More specifically, this research focuses on consumer choice behavior exhibited in toilet-care product brand usage in South Africa.
For the purposes of this research, a harmonized working definition of social identity from Fearon (1999, p. 14) is adopted, namely, "a social category, defined by membership rules and allegedly characteristic attributes or expected behaviors or a socially distinguishing feature that a person takes special pride in or views as unchangeable but socially consequential, or both things at the same time". The aforementioned working definition enabled the researcher to develop a balanced framework of defining the concept of "self" and also to articulate how "self" is manifested in product selection and brand choice decision. The review of studies on the social relationship between brands and consumers indicates that consumers engage brands that provide meaningful benefits to their social identity. Akerlof (1997) concludes in the "merging theory of social interaction" approach that people are deeply influenced in their choices and economic behavior by their social environment. The relationship between brand choice and "self" has been evidenced to motivate consumers to choose brands that signal self-congruity (White & Dahl, 2007) .
The social theory approach has contributed to rational consumer choice by treating consumer behavior as either an internal or external driver. From an internal perspective, Satz and Ferejohn (1994, p. 73) conclude that rational choice describes "what is actually going on inside us when we reason". Certain researchers like Landa (2006) and Hedstrom (2006) argue that mental entities such as desires and beliefs on which individual preferences are based are causally linked to the individual's choice. In essence, beliefs and desires are mental states which motivate an individual and causally explain an individual's actions.
The concept of brand choice according to Blackwell, Miniard, and Engel (2006) is viewed as being concerned with how rational consumers make consumption decisions of choosing one brand/service over another. A review of brand choice behavior literature covering the recent decade reveals some interesting developments in the framing and understanding of consumer choice. Recent studies show research developments that involve a fusion of psycho-social and economic approaches to understanding consumer choice behavior. Some of the prominent works in this regard include Bhattacharya and Sen (2003) , who used the literature on customer-company identification and brands to develop the consumer-company identification (CCI) concept. Ahearne, Bhattacharya, and Gruen's (2005) study supported the customer-company identification (CCI) results in higher product utilization and the role that customers play in influencing role behavior through actions such as positive word of mouth. By using the Consumer-Brand Identification (CBI) framework, Lam, Ahearne, and Schillewaert (2012) studied customer-brand relationship in disruptive market situations.
Although the relative CBI model by Lam et al. (2012) is adopted for this research, a critical and decisive assumptive deviation from the CBI framework is made. In the aforementioned study, the disruption was due to the implementation of an innovative brand, whereas in this research, the disruption is in the form of social household dwelling infrastructure change. The effect of this deviant assumption is summed up by Lam et al. (2012) as disruption in the form of an innovative brand being implemented or disruption as an internal or endogenous factor of a normal market (demand and supply). The proposed modification is that if the disruption is in the form of a physical dwelling, the disruption is external/ exogenous to the normal market operations.
The difference in the manner and form of disruption as referred to above allows for the research to be conducted from two perspectives, namely, that of utility maximization (functional) and social mobility (social). The social mobility aspect allows the study to investigate the impact of social change brought about by an external disruption in the form of physical dwelling infrastructure change. The utility maximization aspect is investigated through actual product consumption relative to the physical household need and other constraints. The research also deviated from Lam et al.'s (2012) approach by incorporating a different disruptive factor due to the need to understand the CBI thought process from a South African perspective. In the South African context, the consumers' consumption repertoire is affected by external market factors such as electricity and water supply, housing, etc., more than internal demand and supply factors.
Housing has been a dominant factor that changed people's lives in South Africa over the last decade. The government changed laws, enacted new ones and approved massive housing infrastructure that altered many 'consumer-brand' relationships, compared to the impact of internal demand and supply factors like the implementation of a new brand. Against this background, this research adopted the housing disruptive factor as its exogenous variable and then analyzed its effects on consumer-brand choice with respect to a basic household product, namely, toilet cleaning products.
The key research question which is addressed is: How has changes in Cosmo City households' sanitation infrastructure typologies led to changes in their toilet-care product brand consumption? More specifically, the objectives of the research on which this paper is written are to evaluate the impact of an external disruptive factor on the consumer's toilet-care product brand choice, explore the changes in desired brand benefits following a social disruption, and investigate the effects of lifestyle changes on the purchase and consumption of different toilet-care product brands.
A brief literature review is presented so as to contextualize the study, and includes an overview of housing and sanitation in South Africa and toilet-care product brands and the research milieu. 2 Create sustainable human settlements, and improve quality of life for households; halve by 2015 the proportion of people without sustainable access to safe drinking water and basic sanitation; and achieve significant improvement in the lives of slum dwellers.
LITERATURE REVIEW
The South African (SA) government has made great progress through the Department of Human Settlements (DoHS) over the past few decades to deliver on its mandate to address Millenium Development Goal 7 2 . For example, the number of households who receive piped water from local municipalities increased from 78.7% in 2004 to 85.9% in 2013, which implied that people start having access to 'flushing' toilets, which motivated them to experiment with new toiletcare cleaning products. The tracking of water access to households therefore offers insights into understanding the changing toilet-care product brand consumption behaviour in South Africa.
In light of the above, the current research focuses on the toilet-care product market category of the total South African home care market, since it seeks to investigate the effects on brand choice of changes in household physical sanitary structures, and also the related lifestyle change effects on toilet-care product consumption. This research also focuses on the toilet-care product brand formats that are available to the South African consumer, as defined by the distribution channels, retailers, suppliers and research houses. These product formats are classified into three segments, namely, liquids, in-the-cistern ring blocks (ITC), and in-the-bowl ring blocks (ITB), which commanded a market of R168.8m; R96.1m and R67.6m, respectively (MarketLine, 2014a). It is also reported (Market Line, 2014b) that the South African toilet-care product category experienced an overall growth of 16.3%. This overall growth was realized by 16% in the liquids segment, 17% in ITBs and 17% in ITCs. This total category growth is equivalent to a CAGR of 3% over a fiveyear period from 2009 to 2014. In volume or unit terms, the three segments (liquids, ITCs and ITBs) realized a growth 13%, 11% and 11%, respectively, over the same period. The unit or volume CAGR was at 2% for the period 2009-2014.
THE RESEARCH CONTEXT
This research (on which this paper is based) was conducted in the context of a rapidly changing socio-economic and political landscape, which had far reaching effects on the economy and social spheres of South Africans. The new South Africa which attained its independence in 1994 has had to undertake bold and ambitious decisions to redress the imbalances of apartheid. One of the drastic redress measures has been the need to remove social barriers which involved segregation of movement, living areas, association and access to basic social amenities among the various racial population groups. The new South African government instituted a series of interventions in the social dwelling arena with various pieces of legislation being enacted such as the Reconstruction and Development Program (RDP), Growth Employment and Redistribution (GEAR) and Accelerated Shared Growth Initiative for South Africa (ASGISA) (DoHS, 2014a).
The White Paper on Human Settlement (1997) defined and specified various income bands of people who qualified for a housing subsidy, which is financial support given to qualifying households to help them to acquire a house (DoHS, 2014b). The intention of the housing subsidy was to enable people who did not qualify for bank finance to buy houses at affordable rates. It was also intended to improve the living conditions of many black people who were living in informal structures and settlements, without proper sanitation and other basic infrastructure.
The SA DoHS which is commonly known as the National Department of Housing introduced the Integrated Residential Development Program in 1999, which was informed by the vision of the post-1994 government which sought to "restore, redistribute and reconstruct justice through human settlements or housing". The 1999 Integrated Residential Development Program (IRDP) replaced the previous project of linked subsidy program which had been in existence since 1995 (DoHS, 2012, 2014b). The integrated residential development program aimed to provide for the planning and development of integrated housing projects which would accommodate mixed housing units, and provide leisure and entertainment facilities in one spatial area. The objectives of integrated development are echoed and supported by the Millennium Development Goal (number 8), which states that "the South African government seeks to create sustainable human settlements, and improved quality of life for households". This will be achieved by Goal 7 (Target 7C) which proposes to halve by 2015 the proportion of people without sustainable access to safe drinking water and basic sanitation, and Goal 7 (Target 7D): achieve significant improvement in the lives of slum dwellers.
The progressive developments in the housing infrastructure, that is, the 1994 Act, the 2012 Amendment and the 2015 Millennium Development Goals, form an important backdrop to this study, as this study proposes that changes in physical housing infrastructure have a positive impact on consumer toilet-care product brand choice behavior. This research paper proposes that as the government strives for a reduction of informal dwellings, the toilet-care brand-choice relationship will be positively altered, due to changes in the sanitary facilities. With reference to the aforementioned, three hypotheses were crafted to test the impact of an external disruptive factor on toilet-care product brand consumption by the households.
H1: Brand switching during a social disruption is lower, when the brand benefits of the current brand are strong.
H2: The introduction of a social disruption leads to brand switching.
H3: Lifestyle and brand switching behavior are positively correlated.
The above hypotheses were tested using the methodology described below.
RESEARCH METHODOLOGY
The study was conducted among households in Cosmo City, Johannesburg, South Africa, an area that is unique in that it is the first 'mixed residential' area with 5,000 low cost Reconstruction and Development Program (RDP) houses, 3,000 partially subsidized houses, and 3,300 bonded houses. The residential development is also the first of its kind in the "post-apartheid" era in South Africa which aimed to provide a combination of free, subsidized, and privately owned housing, leading to an economically integrated and diverse community (City of Johannesburg, 2015). Cosmo City is also unique, since it houses various Living Stands Measure (LSM) households (L3-L8) within a single geographic area. This close proximity between RDP and bonded houses creates a marketing challenge, since marketers need to understand how and why households switch product brands within and longitudinally among the different LSM households.
The survey methodology was adopted after considering factors such as the research objectives, time, cost, and logistics of reaching the respondents (Leedy & Ormrod, 2013) . The aforementioned recommendations and guidelines were evaluated and used to inform the calculation of the sample size as follows: Household population in Cosmo City = 10000; margin of error = 5%; level of confidence = 95%; standard deviation = .5; therefore, 95% -Z; score = 1.96. Sample size determination: The following numbers were inserted into the formula to calculate the sample size with a 95% confidence level, .5 standard deviation, and a margin of error (confidence interval) of +/-5%. A structured questionnaire that was employed to survey the sample of residents of Cosmo City, Johannesburg, South Africa from April to June 2015 consisted of a battery of questions which ranged from administrative questions, brand choice questions and desired brand benefits questions. The data were subjected to various statistical analyses using the SPSS statistical software. The anonymity and the confidentiality of the participants was guaranteed, and participants were assured that their names and addresses would not be included in any research publication. Participants were provided with information about the research purpose, a brief explanation of the aim of the research and anticipated results, and contact details of the researchers.
( )

FINDINGS
The overall response rate was 92%. The reliability of the research instrument was measured by determining the Cronbach's Alpha coefficient which according to Warrens (2015, p. 127) is "an estimate of the reliability of a test score if the items are essentially tau-equivalent". The Cronbach's Alpha coefficients presented in Table 1 reveal that the research instruments used to measure the three research constructs produced an overall Alpha value which exceeded 0.7, which is the generally acceptable level (Tavakol & Dennick, 2011) , thus implying that the research instrument had high internal consistency and reliability. The researcher attempted to improve the external validity of the study by using a large sample size (Babie, 2013) . The sample size was determined using statistical calculations to determine the optimal representative sample size for the research population. The study also combined the interview approach and the use of structured questionnaires in order to improve construct validity (Bush, 2013; Zikmund et al., 2013; Yin, 2014) . To ensure statistical validity which measures the degree to which conclusions derived from the study using statistical procedures are valid or conform to the cut off confidence levels (Bush, 2013) , the current research opted for a 95% confidence level in its computation of the sample size.
A combination of various controls was built into the research process and techniques to improve the research validity including aspects such as pilot testing of the questionnaire, refining the structure of research questions, attributes, and also translating the questionnaire into IsiZulu (MacKenzie, Podsakoff, & Podsakoff, 2011). The pre-testing of the initial questionnaire revealed the need to simplify some key research terms and wording. The pilot test also revealed some constructs which respondents could not understand or relate to. These were modified or changed to ensure that the research process yielded better internal and content validity. It also emerged from the pilot study that there was a need to translate the questionnaire into a local African language (isiZulu) to accommodate respondents that could not relate to the study constructs which were in English.
The study also used random sampling to select households that formed the sample of study. The randomised selection allowed the study to attain greater external validity (Burns & Bush, 2014 ). This was achieved as a result of the representative sample being free of selection bias. In so doing, the results had the potential of being generalized.
In order to establish construct validity of the research instruments, factor analysis (Hair, Robert, & Ortinau, 2006, p. 59) was conducted, initially using Principal Axis Factoring, in order to establish whether underlying factors existed. The Kaiser-Meyer-Olkin (KMO) measure was used to determine the effectiveness of factor analysis, and since as per Table 2 , the KMO and Barlett's test redsult is fairly close to the possible maximum value of 1, this indicated that factor analysis was indeed a meaningful and effective analysis (Malhotra, 1993) .
On the basis of the results reflected in Table 2 , the data were subjected to Exploratory Factor Analysis using the Principal Axis extraction method. The outcome of the aforementioned procedure reflected in Table 3 indicates that only three factors accounted for about 52% of the variance among the factors. 
Demographic data
The overwhelming majority (99.7%) of respondents were black Africans, and only 0.3% were from the colored community; 71% had a family size of 1-4 people; the majority (79.5%) owned the houses they currently live in, and the vast majority (82.5%) of the respondents indicated that the receive their income from formal employment. The majority (38.9%) of the respondents who indicated that they had previously lived in informal settlements, currently live in RDP houses. The research was guided by the LSM lifestyle measurement tool to focus on the changes in sanitary systems as an indicative measure to track the impact of a change in residence type on brand choice. Respondents were asked to compare the type of toilet system they used before moving to Cosmo City with the current one. 
Descriptive statistics
The findings indicate that 38.2% of the respondents changed from non-flushing to flushing toilets. This change influenced the type (and brand) of toilet cleaning products, since the respondents did not previously use any toilet cleaning products because of the nature of the toilets which were either "bucket, pit or bush' toilets. To this extent, it became evident that there was significantly more usage ( ) .0005 p < of all three types of toilet-care product brands, but private label brands are used more than national brands and informal (unbranded) products. This result confirms previous findings where, for example, Whelan and Davies (2006) found that in low involvement product brand categories including house cleaning products, private labels are bought more often than in high involvement products, because private label brands offer a new experience at limited risk. The respondents also indicated that 'value for money' significantly influenced brand switching, which is line with the findings of Shukla et al. (2013) who concluded that "private label buyers focus on price and value consciousness".
This study focused on two dimensions of the LSM lifestyle measurement tool as defined by the South African Advertising Research Foundation (South African Advertising Research Foundation, 2015) to investigate the effect of lifestyle change on brand switch. The two LSM variables that were investigated were are flush toilet in/outside house and running water. The proposition was that a change in these two variables would trigger a reclassification of a household's socio-economic status. In this research, 39.2% of the respondents experienced a change in the two variables "flushing toilet and access to in-house running water" as they moved from informal settlements (housing) to formal housing in Cosmo City. The changes in these variables would move the affected respondents from LSM 2 to LSM 3 according to the LSM classification.
Brand switching
The majority (73.5%) of the respondents 'agreed' that they switched toilet-care product brands since moving into Cosmo City. A binominal test was conducted between the respondents who switched brands, and those who remained loyal to a particular brand, so as to determine whether there was a significant difference in the proportion of respondents who responded 'yes' compared to those who said 'no'. The results (Table 5 ) indicate that a significant proportion of respondents changed or switched toilet-care cleaning product brands after relocating to Cosmo City, because the p-value is significant as it is less than 0.0005 (Babie, 2013) . Table 6 indicates that brand switching was motivated mostly by promotional activities at the time of purchase, whilst compatibility with the type of toilet system was the least important reason for switching brands.
Furthermore, it can be observed from Table 7 that the strength of toilet-care fragrance is the most important factor for choosing a particular brand, whilst the least important factor was fragrance laddering, that is, matching the toilet-care product's cleaning fragrance with a room spray. 
Decision on the hypotheses
Multiple regression analysis was conducted to test the three hypotheses postulated in this study, and the results are presented in Table 8 .
The results in Table 8 indicate that the respondents who switched brands are more likely to indicate that the product brand benefits are important ( ) 1.709, .0000 p β = = in influencing their brand switching behavior, compared to respondents who remained loyal to the current brand. The p-value of 0.000 for households who switched brands is less than 0.0005, indicating that the result is significant, thereby supporting H1. The households/participants agree that if the relative benefits of the current toilet-care product brands are lower than the impact of the social change, as represented by a change in toilet system, brand switching will occur, since people seek new product brands that can satisfy the new toilet's cleaning needs (Elbedweihy et al., 2014; Erics et. al., 2012) .
Hypothesis (H2) is also supported, since the respondents who switched brands indicated that they are more likely to switch brands after a social change. The results are significant as indicated by the test results ( ) .200 , 0 , ) .00 0 p β = = and the p-value is less than .0005. The households/ participants agree that a change in sanitary infrastructure, that is, a change in the toilet system results in brand switching in the type and form of toilet-care product brands.
Regression analysis was conducted using lifestyle as an independent variable and brand switching behaviour as a dependent variable, and the results do not support hypothesis (H3), since they were not significant, as is evidenced by the test results, ( )
.601, .027 , p β = −= where the -value p is greater than .05. In essence, the participants who switched brands following a change in the place and type of residential dwelling did not agree that the change in lifestyle motivated them to switch brands. The most plausible explanation could be that toiletcare products are low-involvement, routine products in the consumer's consumption repertoire (Nikic, 2012) . The overall results of the study are summed up in the model reflected in Figure 1 .
The overall findings on the effect of an external social disruption and relative CBI on brand switching supports the relative CBI framework by Lam et al. (2010) . These results concur with the relative CBI model where consumers use functional brand benefit attributes to compare the incumbent brand's benefits with the disruptive entrant. In cases where the disruption is stronger than the brand benefits offered by the current 
CONCLUSION
The findings are an indication of behavioral responses of Cosmo City residents to a social disruption, and lead the researchers to conclude that lifestyle has no significant influence on the brand switching behavior of toilet-care product brands of the respondents in this study. The findings imply that marketers have to move beyond simple demographic factor segmentation and use a multi-faceted approach in understanding brand switching behavior, because consumers have adapted well to changes in the market. In addition, residential developments like Cosmo City have blurred the demographic distinctions of pre-2000, making consumer behavior universal. Socio-psychological aspects need to be considered in researching consumer choice behavior, since non-market disruptions like a residential change have a similar significant impact on brand switching behavior, as 'in-market" disruptions like the introduction of an innovative new brand. It is recommended that sociological factors like consumer identity, consumer brand congruency, and social change are essential to the development of a holistic picture of consumer product brand choice.
These findings present some interesting issues that marketing practitioners and managers need to be cognizant of, which include the finding that consumers use a product's price as an indicator of its quality, toilet-care product consumers make quality comparisons between store brands and national brands, and a store brands' perceived quality is influenced by the store name. Marketers need to incorporate these aspects in developing and implementing a holistic brand positioning strategy in a specific market.
The world is pushing for eco-friendly products that protect and preserve the environment. However, marketers need to be sensitive in developing and promoting toilet care products, since their adoption has been found to be of less significance in this research.
The study is unique as it focused on toilet-care product consumption/use behavior involving South African households who have "evolved" in terms of their demographic profiles, racial segregation, access to product markets, and consumption patterns, since the first democratic elections in 1994. The study adds to the body of knowledge of similar studies in other product market categories like Rubio, Villasenor and Oubina (2015) in the food category, and Beneke and Carter (2015) in the South African breakfast cereal product category. However, this study becomes the first which focused on the toiletcare product category.
RECOMMENDATIONS
Marketers need to formulate marketing strategies that incorporate both functional and socio-psychological aspects of consumer behavior, since this research demonstrated that consumers do not only consider functional product attributes, but also socio-psychological attributes when choosing a brand. Product market research needs to incorporate lifestyle issues so as to adequately guide product development and positioning in the marketplace. Such an approach may yield better competitive advantage, improved brand equity, better product profitability and shorter product payback times. Marketers need to consider social disruptions in the same light as 'in-market' disruptions such as a price war, innovative product introductions, etc., because the impact is the almost the same on consumer product brand choice. Both types of disruptions lead to fractured consumer-brand relationships, which result in either brand switching or increased loyalty, as consumers seek to re-equilibrate their socio-economics brand benefits. Consumers need to be better educated on the finer aspects of toilet-care product brand formats.
LIMITATIONS
The study focused on toilet-care product brands and on Cosmo City households only. It excluded point of sales or point of purchase consumer product brand choice and only investigated 'in-home' household consumer product behavior. The product categories were also simplified into a two brand study -private labels and national brands. The research also excluded investigations into channels behavior and how it affects consumer choice, as it focuses on consumer product brand behavior in the context of a market disruption.
